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• Consider who else
can help you.



Step 1:
Driving Forces
Goals and
Objectives





Step 2: Target Audience



You must implement a public 
education program to distribute 
educational materials to the 
community or conduct equivalent 
outreach activities about the 
impacts of stormwater discharges on 
water bodies and the steps that the 
public can take to reduce 
pollutants in stormwater runoff.



Who Do We Need to Reach?



Age

Location

Behavior Occupation



– Demographics
– Knowledge of the issues
– Communication channels
– Attitudes/perceptions



– Focus groups
– Phone interviews
– Pre/post surveys
– Public agencies
– Community leaders
– Trade associations



Source: NEETF. http://www.neetf.org/roper/roper2001-d.htm



• Do you have enough
information on your
audience?

• Consider involving
members of the
target audience in the
outreach effort.



Step 3:
Message



WE PAY YOU TO LOSE WEIGHT

36 People Needed Who are Serious
About Losing Weight!

•Eat Your Favorite Foods Every day
•All Natural – No Drugs
•Doctor Recommended
•Permanent Weight Loss

Call MELANY (555) 266-2079



What is Social Marketing?

““Using marketing principles andUsing marketing principles and
techniques to influence a targettechniques to influence a target
audience to voluntarily change aaudience to voluntarily change a
behavior for the benefit of individuals,behavior for the benefit of individuals,
groups or society as a whole.”groups or society as a whole.”

- Kotler et al, 2002



Why Social Marketing?

Knowledge is not enough.



Popular Social Marketing
Campaigns

�Buckle Up America
�Smokey Bear
�Truth Campaign
�National Youth Anti-Drug Campaign



Keep America Beautiful



Thinking Like a Marketer
• Beneficial exchange

– Real Benefits
• Save money
• Save time
• Protect health

– Perceived Benefits
• Fit in with others (It’s cool)
• People expect it
• Everyone else is doing it
• I’ll get rewarded



What Barriers Prevent Behavior Change?

– Too hard to do
– Takes too long
– Added costs or no cost savings
– Don’t know how to do it
– No one else is doing it
– Tried it once and it didn’t work



Overcoming Barriers

• Everyone else is doing
it (or not doing it)

• We’ll teach you how
to do it

• Save money/get money
• It takes 5 minutes or less
• It’s the cool thing to do
• You’ll get a reward if you do it





Target Your Efforts

• Innovators (risk takers)

• Early Adopters (decisive)

• Early Majority (cautious)

• Late Majority (skeptical)

• Laggards (good luck)

Most likely to adopt new behavior

Least likely to adopt new behavior



Tools for Changing Behaviors

• Social norms
• Commitments
• Prompts
• Incentives
• Simple, vivid

communication



Social Norms
Behavior perceived as normal and
expected



Seat Belt Use Last Week 

85%



Commitments

• Pledges (verbal or written)
• Donations (time/money)
• Sign-ups
• Petitions



Prompts



Incentives
• Money, money,

money, money
• Free stuff
• Recognition



Keep it simple ******, and Vivid!

• Don’t litter
• Pick up after your pets
• Only rain goes in the

drain
• Dirt is a 4-letter word
• 10 things you can do…













Questions?



Step 4:
Format



Format: Displaying the Message
• Print (newsletters/flyers/posters/ads)
• Broadcast Media (PSAs/news stories)
• Electronic Media (Web sites)
• Stuff (magnets/totebags/coupons/rainbarrels)
• Training (mini-courses/community meetings)
• Events (stenciling/community fairs)



www.epa.gov/nps/toolbox/
Contact Don Waye at waye.don@epa.gov
or (202) 566-1170

For Stormwater Outreach materials visit:
http://cfpub.epa.gov/npdes/stormwatermonth.cfm



Formats
• Brochures and

Fact Sheets
– Can be

distributed
widely

– Provide more
detail on issues

– Different
shapes and
sizes



why

what

how





County of Sacramento and cities of Citrus 
Heights, Elk Grove, Folsom, Galt, Rancho 
Cordova, and Sacramento
$225,000 outreach budget:

• Media outreach
• School and classroom 

presentations
• Integrated Pest 

Management (IPM)
• Local business 

outreach
• Residential outreach
• Storm drain marking

Same Artwork
….Multiple Uses



Postcard

Utility Bill Insert



Restaurant Placemat



Posters for Businesses



Objects of Everyday
Utility
• Stuff:

– Magnets
– Stickers
– Water bottles
– Drink cozies
– Mouse pads
– Storm drain

markers



Calendars



• Public Meetings
• (Call them community forums)



Fairs…



Clean ups

Volunteer monitoring



Stormdrain Stenciling



Give Awards…



The Media

News Media Electronic media
Radio Listservers
Newspaper Web sites
Television CD-ROMs
Magazines



Where Does the Public Obtain
Information on Water Issues?

Local television news 47%
Local newspapers 27%
Radio news programs 18%
Friends, family, neighbors 4%
Environmental mailings 2%
Community leaders 1%
Source: Lake Research Inc; for the Upper

Mississippi Basin

92%92%92%92%



Tips for working with reporters
• Establish a relationship beforehand
• Return calls, respect deadlines
• Be open and accessible
• Provide appropriate background info
• Be proactive rather than reactive
• Provide feedback on coverage



Partnering with local TV stations to add
content to ‘Weather PLUS’ broadcasts



Videos

www.epa.gov/weatherchannel



Movie Theater Slide from Santa Rosa, CA



Formats
• Web Sites

– Reach larger audiences
– Adaptable/changeable
– Beyond the 30-second spot



In 2002, 61 percent of all
users considered the 
Internet to be a very 
important or extremely 
important source of 
information. 

Add those who said the 
Internet is a moderately 
important source of 
information, and the total 
increases to 91 percent.

Source: UCLA World Internet 
Project, www.ccp.ucla.edu





Step 5: Distribution
• How will you

distribute your
materials?

• Who will
distribute the
message?



Distribution
Delivering the message . . .
Mail Piggybacking
Phone Media
Door-to-door Stakeholder-stakeholder
Events Conferences/workshops
Presentations Targeted businesses



Who is your messenger?

• Who does your
audience trust?

• Who does your
audience
believe?

Conservation Cowboy from Grapevine, Texas.



•Great program awareness builder
•Has fans 
•Draws audiences

MASCOT:
Eddy Trout



• Will your materials
elicit the reaction you
want?

• How do you know?



Step 6:
Evaluation

?



Maybe our price is too high.



Why evaluate?

• To meet reporting requirements
• Understand what went right and wrong
• Helps with your annual report!



When do you evaluate
your program?

�Before
�During
�After



Before …
• Are the objectives consistent with the

goals?
• Will the message be accepted and

understood by the target audience?
• Will you be able to measure the

objectives?
• Do you have enough resources to

implement the activities?



• Those indicators related to the execution
of the outreach campaign itself.
—Did you meet your activity target dates?
—Did you allocate enough staff?
—Did you keep to the budget?
—Stats!

• # of brochures
• # of web site hits
• # of newspapers running the ads and readership
• # of storm drains stenciled
• # of volunteers attending activities

During…



After…
• Did we meet our milestones?
• “What happened for the money spent?”
• Did the target audience change theirbehavior?

• Pounds of household hazardous waste collected
• Number of calls reporting illicit discharges
• Number of people surveyed with increasedknowledge of stormwater issues
• Number of people surveyed with changes inbehavior

• Are there water quality improvements?



• Did you plan to do
baseline research?



2004 Survey of Tampa Residents
• After the watershed education effort,

30% of residents said they live in a
watershed.
– A 58% increase!



Write it down

• Assign responsibilities
• Assign costs
• Develop timelines



For more information go to…

• www.epa.gov/npdes/
stormwater/menuofbmps



www.Smartwaterways.org

Vermont’s Regional Stormwater Education Program



Questions?


